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ABSTRACT 
The purpose of this study is to provide recommendations for promoting the 
image and improving the Full-Time MBA Program offered by The Chinese University 
of Hong Kong. It is believed that public perception vitally affects the Program's 
success. How the Program is perceived would directly influence the number of 
applicants, and hence a favorable image is a crucial factor in attracting and retaining 
quality candidates and enhancing public trust. 
In the past, the CUHK MBA programs employed a conservative low profile 
attitude towards its image and public relations. However, in the face of fierce 
competition from similar programs offered by The Hong Kong University of Science 
and Technology, this practice may in effect surrender the opportunity to control public 
perception of the image and philosophy of the Program. 
This report aims at providing practical recommendations to narrow the existing 
perception gap between the public and those who administer the Program. We have 
endeavored to set up objectives to improve the Program (product objective) and 
promote its image (communication objective). The report suggests improvements for 
the overall curriculum and philosophy, and recommends strategies to communicate 
i i i 
with target audiences i.e. the prospective applicants to the program and the 
prospective employers of CUHK MBA graduates. 
Therefore, a literature review has been conducted and 440 questionnaires have 
been administered to two groups of people i.e. prospective students and prospective 
employers. Prospective students were classified into three sub-categories : 1) existing 
CUHK MBA students, 2) current undergraduate students enrolled in 6 local 
universities, and 3) those in the local, current workforce with at least a bachelor's 
degree. Prospective employers in our survey were comprised of human resource 
managers of major Hong Kong companies. 
Research findings suggest the Program should place more emphasis on 
students' exposure to international business issues with special focus on the Asia-
Pacific arena. Prospective employers suggested that students' communication and 
interpersonal skills need to be improved. Prospective and existing MBA students 
suggested that the Program should improve the career prospects of the graduates by 
providing efficient career placement services and to strengthen the existing alumni 
network. Prospective students, generally speaking, thought the prospectus was 
informative but not very visually appealing. 
Based on the above findings, two strategies were devised ~ namely, product 
and communication strategies ~ to improve the Program and communicate with the 
public. 
In order to improve the program, the following enhancements should be made: 
1) to broaden student perspective in international business, with specific focus on the 
/ 
iv 
Asia-Pacific arena; 2) enrich and revise the curriculum; and 3) assist students in the 
design of their career strategies. 
Students' knowledge can be broadened by, a) including Mandarin as a non-
credit core course in the curriculum; b) offering another concentration in China 
Studies; c) enrich the student exchange program by establishing closer association with 
more overseas universities; and d) including study tour(s) to Asian countries. Since the 
prospective students we surveyed suggest that the program place more emphasis on 
leadership skills, the curriculum may be enriched by including Pre-Term leadership 
cousework ~ a concept adopted from the Graduate School of Business of the 
University of Chicago. Career prospects can be enhanced by setting up an independent 
MBA Placement Office and reorganize the network with the alumni. 
Simply stated, public perception is what counts most. Therefore, this study 
aimed to devise a new strategy to communicate the message of program improvement 
to target audiences. It is suggested that the name "Faculty ofBusiness Administration" 
should be changed to "Graduate School of Business Administration" (GSBA) and an 
independent logo for the organization should be designed. This can provide a clear 
image to the target audience what the program is offering right now. It is also 
suggested to place more emphasis on the public relations work by, 1) setting up an 
independent PR office whose aim is to develop and maintain valuable employer 
relationships to enhance employment prospects for MBA students; 2) making 
publications and promotional items more attractive; 3) setting up booths in the 6 local 
universities before the commencement of the annual application period; and 4) 
ensuring the government is aware of the problems and objectives of the CUHK MBA 
programs. 
V 
The above recommendations may be restrained by the budget of the 
government. However, if improvement efforts are made, both in the short- and long-
term, there is no doubt that these recommendations can be achieved. As two '96 MBA 
students at CUHK, the authors hope the business school continues to be the top school 
in the future. 
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CHAPTER I 
• R O D U C T I O N 
WhatisanM.B.A.? 
Master of Business Administration (MBA) is the most popular postgraduate 
degree in the world. "It is academic in character, yet aims to prepare individuals for a very 
practicai subject, general management."^ The aim of MBA is to "deliver a general 
introduction to a wide range of subjects that together roughly equate to 'management'."^ 
Having gained the knowledge of each business function, MBA students will have to learn 
how these functions interrelate and integrate within a business. 
‘ George Bickerstoff, Which MBA ？ A Critical Guide to the World's Best Programs. 5th Edition,, 
Addison Wesley, 1993, pp 12-18 ‘‘ 
2 R)id, pp.20. 
..;• 
Criticisms ofWorldwide MBA Programs 
Under the situation of rapid and unpredictable changes in business environment, 
and the scarcity in resources, managers are expected to think, plan, and lead strategically. 
However, according to a survey conducted on 108 human resource directors of Fortune 
1000 companies, corporate executives think that the contents o f M B A programs are not 
meeting their expectations. The criticism includes the following: 
• Many MBA programs focus on technical skills to the exclusion of communication 
skills. 
• Leadership, creativity, and entrepreneurial skills are not being taught in MBA 
programs. 
• MBA programs ignore the importance of teamwork. 
• Little innovation to the approaches of teaching in MBA programs has been achieved. 
• MBA graduates lack understanding of total quality management. 
• Most MBA graduates are arrogant and lack communication skills. 
• MBA graduates are theory-oriented and narrowly focused. 
• Business schools emphasize financial and analytical skills over manufacturing know-
how. 
• Business school faculties too often have little or no business experience and are often 
involved in scientific research for its own sake rather than for improvements in 
application to business practices. ^  
3 ft)id, pp 26. 
..;• 
Changes o fMBA Programs 
Starting from the early 1990s, there have been changes of the structure o f M B A 
programs offered by universities around the world. These changes were bought about 
because of the criticisms from business and industries. MBA programs were said to be too 
academic, theoretical and dispatched from real-life business practices. A new structure of 
MBA programs which emphasize soft skills, such as leadership and ability to work with 
people, is adopted. The essence of the new structure are as follow: 
• A reduced emphasis on "quantitative" disciplines in favor of"soft" management issues 
such as leadership, ethics, and interpersonal skills. 
• An increase stress on internationalism in all MBA courses. 
• An acknowledgment that MBA programs should above all be practical and designed to 
integrate the various management functions.^ 
MBA Programs in Hong Kong 
Currently, all of the six universities in Hong Kong are offering different types of 
MBA programs to meet the increasing demand in the market. Among these universities, 
the University ofHong Kong (HKU), the Hong Kong Polytechnic University (HKPU), the 
Hong Kong Baptist University (HKBU) and the City University of Hong Kong (CPHK) 
4 Ibid, pp 30. 
..;• 
are now offering only Part-Time MBA programs for practicing managers and executives. 
The Chinese University ofHong Kong (CUHK) and the Hong Kong University of Science 
and Technology (HKUST), on the other hand, provide both Full-Time and Part-Time 
programs. 
MBA Programs Offered by the Chinese University ofHong Kong 
Objectives and philosophy of the CUHK MBA Programs 
“The Faculty ofBusiness Administration at The Chinese University ofHong Kong 
is dedicated to the pursuit of excellence in business education."^ The Faculty aims to be 
the number one provider of managerial and administrative talent to meet the demanding 
business community of Hong Kong. The Faculty strive to equip the students with the 
knowledge, skills and talent required to meet challenges in modern business environment 
by providing relevant and up-to-date theoretical and conceptual exposure. 
Two-Year Full-Time MBA Program 
Foreseeing the potential of Hong Kong growing into a world center for 
manufacturing and distribution, the Board of Trustees of Lingnan University provided 
financial support to establish the Lingnan Institute of Business Administration in 1966. 
5 MBA Program Brochure 1995-96, The Chinese University ofHong Kong, pp 5. 
..;• 
The purpose of the Institute was to provide graduate education in management and 
business for the young generation in Hong Kong. This is the initial phase o f t h e Full-Time 
MBA programs offered by CUHK.^ The Two-Year program aims to prepare university 
graduates who have a clear inclination to take up a business career? 
Three-Year Part-Time MBA Program 
As Hong Kong became an international business center, the demands for graduate 
business education by business practitioners increased substantially; therefore, in 1977, the 
Lingnan Institute ofBusiness Administration started to offer a new kind o f M B A program, 
the Three-Year Part-Time MBA program? The program aims to prepare practicing 
managers for top level management positions. 
Two-Year Executive MBA Program 
The third type of MBA degree offered by CUHK is the Two-Year Part-Time 
Executive MBA program. The University's Faculty of Business Administration first 
offered the program in 1993, and it is the first and only program of its kind offered in 
Hong Kong. The objectives of the program are “to develop in the participants essential 
6 ftid, pp 7. 
7 CUMBA: From Genesis to Revelation, The M.B.A. Alumni Association ofThe Chinese 
University ofHong Kong and The Three-Year M.B.A. (C.U.H.K.) Association Ltd, 1988, pp 4-6. 
‘ Ibid, pp 8. 
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skills and knowledge in modern management, and preparing them for general management 
responsibilities at the senior executive level." 
MBA Programs Offered bv the Hong Kong University ofScience and Technology 
Philosophy and Goals 
“The MBA program at HKUST aims to cultivate student's ability to deal 
successfully with the challenges and opportunities presented by continued technological 
development and globalisation. It provides students with skills and knowledge to operate 
successfully in today's environment and prepare them for the challenges of the future. By 
building and maintaining close relationships with the professional management community, 
it prepares strongly motivated individuals for significant managerial roles."^ 
Highlights of the HKUST Fuli-Time MBA Program 
The HKUST Full-Time MBA Program is the only direct local competitor of the 
CUHK Full-Time MBA Program. The curriculum of the program has three main 
components including the MBA core, advanced electives and filed study. Besides the 
formal curriculum, the program also holds activities such as the enrichment programs, 
which comprise various in-house workshops, seminars and corporate presentation, and 
9 MBA Program Brochure 1996-97, Hong Kong University of Science and Technology, pp 7. 
..;• 
Saturday luncheon presentations which prominent entrepreneurs, businessmen and 
professionals will be invited to give speeches over Saturday's l u n c h . 
Corporate Communication Practices bv the CUHK MBA Programs 
Every organization has a need to communicate with its public. The historical 
practices adopted by the CUHK MBA Programs are diversified. The CUHK MBA 
Programs communicate with its public through the printed media, Internet, career 
placement services and the summer internship program. 
Printed Media 
The printed media used by the CUHK MBA Programs are the brochures for the 
Full-Time and Part-Time MBA Programs, and the Executive MBA program, the 
newsletters of the Programs, and the resume book campaign. The two brochures provide 
the prospective students as well as the business community with detail information 
concerning the Programs and the University, The newsletter on the other hand, provides 
information of student activities of the Full-Time and Part-Time Programs. The MBA 
Office will send newsletters and brochures to a list of companies which have frequent 
contacts with the Office�These printed materials are also available to the public upon 
10 K)id, pp 9. 
..;• 
requests. Through these materials, the public can obtain up-to-date and in-depth 
knowledge about the CUHK MBA Programs. 
The CUHK Full-Time MBA Program also organized a resume book campaign. 
The responsible unit will gather the resumes of the whole class of Full-Time MBA 
students, edit them and send the resume book to large corporations in Hong Kong. The 
purpose of this campaign is to introduce to the business community the prospective 
graduates of the CUHK Full-Time MBA students. 
Internet 
A home-page in the Internet will be set up by the Faculty of Business 
Administration of CUHK in the near foture. Information concerning the MBA Programs 
offered by the CUHK will be included. Through this home-page, both local and overseas 
public can access the information of the CUHK MBA Programs and therefore the 
publicity of the MBA Programs will be enhanced. 
Career Placement 
The MBA Office maintain close contacts with leading business corporations in 
order to ascertain the needs of the market in high-level manpower and to arrange for 
employment interviews and recruitment talks for students ofthe Two-Year program. 
..;• 
Summer Internship Program 
Every Summer, the Two-Year MBA Program will cooperate with leading business 
firms and arrange for work opportunities for the students of the Two-Year MBA program. 
Through these two programs, the students will have chances to be exposed to the 
business community and gain valuable business experience. At the same time, the business 
community will have opportunities to interact with the students of the CUHK Two-Year 
MBA program, and therefore have more in-depth knowledge about the Program. 
Purpose of the Study 
Among the three types of MBA Programs offered by The CUHK, the Two-Year 
Full-Time Program is the most extensive and complete; therefore, if the Two-Year 
Program can be improved, it can act as the blueprint for the future development of the 
other two programs. Therefore, in this research study, opinions of the two groups of end 
users -- the prospective and current MBA students, and the employers of the Two-Year 
Full-Time MBA program offered by CUHK -- will be summarized. According to these 
opinions, a list of recommendations based on the theories of corporate communication will 





The view of the people in society will affect and is vital to the success of 
corporations. In the case of MBA programs, favorable images are vital to their success. 
How an MBA Program is perceived by the public will directly influence the number of 
applicants to the program, which in turn will affect the quality of students. Thus, a 
favorable image will help to achieve the goals of a graduate business school. 
A favorable university image can create some sort of reaction which the university 
cannot gain merely through program advertising. Firstly, it helps to strengthen the public 
trust. Secondly, it helps to establish the confidence of the prospective applicants on the 
university and makes advertising and promotion work more effective. Finally, it improves 
the university's relations with its employees, prospective candidates and government 
agencies. 
People's favorable attitudes towards a university will not ensure that it will never 
have a falling curve of application forms. However, a university with an unfavorable image 
..;• 
may find it difficult to get good students and may have more labor difficulties and more 
government frictions. All in all, an unfavorable image is more of a handicap than a 
favorable image which is an assurance of success. 
Key to Public Tmst 
Why does the reputation of Harvard remain sound while the reputation of XX 
University falters? Long-standing, successfol universities know that their image for 
producing quality graduates, and for hiring scholars who responds to community needs, 
enable them to succeed. 
A corporate image consists of the essentials attributed by the university. All action, 
I 
all courses offered, all pronouncement of the university conveys signals and generate 
messages that contribute to the public perception. Corporate image is the line between 
corporate reality and public perception. A corporate image program that respond openly 
and consistently helps to build public trust. "A primary concern in the CUHK MBA 
Program right now is to strengthen public tmst. 
Retain Quality Students 
Students need to feel involved in faculty p lans�The more communication they 
receive about the faculty, the more they will feel a part of the school, and a part of the 
11 James G.Gray Jr., Managing The Corporate Image - Kev To Public Tmst. Quorun Books, cl986, 
preface. , 
..;• 
solution. Informed students can project a positive image for the school within their own 
communities. One can hardly expect outsiders to accept that graduates of a university do 
not understand or believe their school. The good relation with the students usually go 
hand in hand with good relations with prospective students and their future employers. 
Students like to talk about their livelihood and place of study with friends and 
neighbors; it's human nature. CUHK MBA students are no different, and they have the 
choice oftearing the school's image down or spreading good and supportive words. 
High morale among the students will be viewed by the public as a sign that the 
school strives for quality for management and organization as well as in its products and 




Let the Image Do the Recruiting 
A successful image program can go a long way towards attracting new qualified 
candidates. It says to the potential recruits that this is a school to look at, a school known 
and respected by its students, its staff； and by the public in general; for example, 
universities should design their prospectus intentionally to look like corporate series, 
creating a synergism. It will be resulted from that a sense of pride which is a fairly 
common employee reaction to well-conceived image advertising.^^ Having seen the ads (or 
12 James.R.Gregory, Marketing Corporate Image: the Company as Your Number One Product. NTC 
Business Books, cl991, pp 184. 
” Ibid, ppl88. 
..;• 
others),people are impressed and they will proudly say that “I am studying at the MBA 
Program ofCUHK." 
Corporate Communication 
Introduction - What is it ？ 
All universities have a need to communicate and do not operate in vacuum. It is 
not simply a question of promoting the university, gaining more applicants or ensuring 
qualified students, to another example which is well-supported, it is often a case of 
defending and justifying a course of actions. 
Means of Corporate Communication 
Corporate advertising 
Corporate advertising can be defined as all types of advertising used specifically to 
enhance a company's image and to increase lagging awareness. Whatever the perspective, 
image advertising, when properly executed, can dramatically help to move the 
organization toward meeting the corporate goals. It is, in fact, the very leading edge of 
corporate strategies, essential in positioning a company for maximum growth.^^ 
14 Md, ppl. 
..;• 
How to best utilize image advertising is one of the subject of this project. The 
business plan in CHAPTER V in this project suggests ways that can be utilized to 
strengthen the image of the CUHK MBA Programs. 
Product advertising 
Product itself is a very important message from the company to the consumer. 
How the product performs will influence the public's perception to the company. When it 
performs poorly, the company's reputation will be hampered/^ 
The major difference between corporate advertising and product advertising, in 
this project, is that in product advertising, the university is promoting the MBA Program 
while in corporate advertising, the university is promoting i t s d f , 
While corporate advertising is tied directly into product advertising, the result is 
often an improved sales picture/? Advertise university as a whole can create the right 
environment of familiarity and confidence to help promoting the MBA Program. The 
University's image, or whatever reputation students associate with a brand, is indeed 
highly critical to the number of applications, because it is tied directly to how comfortable 
students and public feel about applying for the Program. 
15 Sani Black, The Essentials of Public Relations. Kogan Page Ltd, 1993, pp.45-47. 
16 Clive Chajet, Image By Design: from Corporate Vision to Business Realitv. Addison. Wesley, 
cl991,ppl4-16. ‘ 
17 James.R.Gregory, Marketing Corporate Image: the Company as Your Number One Product. NTC 
Business Books, cl991, pp 96. 
..;• 
Public relations 
Public relations are the planned efforts designated to improved the degree of 
mutual understanding between an organization or individual and any groups of people or 
organizations, with the primary objective of assisting the organization or individual to 
acquire or retain a good reputation. ^^  
Public relations are the communications of corporate philosophies with the 
concerned publics. The work of public relations involves both internal communication and 
external communication. In-house faulty staffs and students are the major targets of 
internal communications. The function of internal communication is to let students know 
I 
what the faculty is thinking and to let the faculty know what the students are thinking. The 
internal PR activities will facilitate effective communication with the employees and 
students and enhance morale among them. External audiences are enhanced so that they 
have understanding about the faculty as a unit in the university. ^^  
18 Pat Bowman & Nigel Eillis, Manual of Public Relations. Addison Wesley,1994, pp 3. 
19 Thomas.L.Harris, The Marketers, Guide To Public Relations; How Todav,s Top Companies 
Using the New PR to Gain A Competitive Edge, John Wiley & Son Inc., cl991, pp 87-89. 
..;• 
Existing Communication Channels of the MBA Programs in CUHK 
Research into organizations which prefer to adopt a low profile indicates that their 
actions are often counter productive. The public will usually associate low profile 
companies with words such as avoidance. High profile attributes are largely opposite, they 
are always associated with positive labels such as visible, active, leader, pushy, vulnerable 
etc.. 
CUHK may assume that the safest track is to keep a low profile. However, in face 
of fierce competition from The Hong Kong University of Science and Technology, this 
may in fact be a dangerous track. Keeping a low profile will mean one way or another 
1 
giving up the opportunity of communication. More accurately, it gives up the opportunity 
to control the communication of the university image. The prime reason is that a university 
does not establish a good image in a day. Therefore, it is important to react proactively to 
the current environment before HKUST has built up a reservoir ofgoodwills. 
Public 
One of the major challenges of any corporate advertising and public relations 
campaign is to ensure that appropriate messages reach the right audiences, that is the 
problem of targeting both the messages and audiences. It is not easy to say that one looks 
for different messages for different audiences, since a certain consistency has to be 
maintained, but rather that emphasis might be different. 
..;• 
It is therefore the target audiences defined in this project are the following three 
parties : 
-prospective undergraduate students 
-current workforce with at least an undergraduate degree 
-prospective employers of the graduates of the CUHK MBA Programs 
At the most basic level of doing business, public decides if a corporation is credible 
and economically stable and if it produces quality products and reliable services. Public 
perception is indeed the mental picture that people have in minds about companies and 
corporations. 
Corporate image fosters expectations and the building up of impression and 
expectation generate broader images of people's mind. However, the sources ofcorporate 
image are numerous and diverse. Furthermore, they are difficult to focus and control. 
Therefore, a volatility is inherent in corporate image. Moreover, they can vary allots with 
every contact between an individual and an organization, giving rise to an illusion of 
. 20 perception gap. 
Perception is the discretion between the public perception and the corporate 
identity. To fill the perception gap, top management should shape, define and 
communicate their companies' identities in such a way that they can help to facilitate the 
achievement of corporate goals，！ 
2() James. E Grunig, Excellence in Public Relations & Communication Management. Lawrence 
Erlbaum Associate, cl992, pp 76-77. 
21 Alan Toplian, Corporate Identity: Beyond the Visual Overstatement. International Journal of 
Advertising, March 1983, pp 55-62. 
..;• 
Therefore, corporations need continuous public relations campaign that openly and 
honestly communication with each group of their target audiences, as stated above, which 
respond to their readily concerns. The goal of a corporate image campaign is to bring 





The purposes of this project are to investigate the following aspects concerning 
MBA education in Hong Kong, with special focus on the Full-Time MBA Program 
offered by CUHK: 
1. To find out what kind of skills the employers are looking for in an MBA graduate. 
2. To find out what factors are affecting employers' attitudes towards the MBA 
programs offered by CUHK. 
3. To find out what attributes ofMBA graduates employers prefer. 
4. To reveal the current market situation for MBA graduates employment. 
5. To find out the demand for MBA graduates. 
6. To identify the factors affecting the prospective MBA students' choices of MBA 
programs. 
..;• 
7. To find out the attitudes of prospective CUHK MBA students towards the MBA 
programs offered by CUHK. 
8. To identify areas ofstudies which are most interested to prospective MBA students. 
9. To identify the reasons why prospective students decided not to pursue MBA degrees. 
Research Design 
Literature Review 
MBA education is a worldwide trend in the business field and it will gain more 
importance as business becomes internationalized and complicated. In order to have an in-
depth understanding of the expectations of the end-users of MBA programs, so as to 
improve the Full-Time MBA Program offered by CUHK, a literature review is carried out. 
At this stage of research, articles, books and periodicals were reviewed. Information 
concerning MBA programs worldwide and theories of corporate communication were 
gathered. With these two pieces of information available, the framework of the 





In the descriptive research, two sets of questionnaires were being designed. The 
first set of questionnaire was designed to gather the opinions of prospective and current 
MBA students towards MBA degrees and the MBA programs offered by CUHK. 16 
multiple choice questions were set concerning the following aspects; 
• The respondent's plan of earning an MBA degree. 
• The criteria of selecting business schools which offer MBA degrees. 
• The respondent's overall impression towards MBA programs offered by local 
institutions. 
• The respondent's opinions of the CUHK MBA programs. 
• In what areas the respondent thinks CUHK MBA programs should put more emphasis 
on. 
• The reasons for the respondent deciding not to pursue an MBA degree. 
• Education background of the respondent. 
The second set of questionnaire was designed to identify employers' opinion 
towards MBA graduates. 14 multiple choice questions were set concerning the following 
aspects: 
• Characteristics of respondents. 
..;• 
• What the employers considered to be the most important skills which an MBA 
graduate should possess. 
• Factors affecting employers' attitudes towards CUHK MBA programs. 
• Employers, preference of education background ofemployees. 
• Employers' attitudes towards the CUHK MBA graduates. 
• Education background of the respondents. 
Sampling 
Questionnaire 1: What Skills are the Employers Looking for in an MBA Graduate 
250 companies were randomly selected from Membership List (95-96) of The 
Hong Kong Institute of Human Resources Management as the sample ofthis survey. The 
questionnaires were mailed and faxed to the human resource managers or personnel 
managers of the selected companies. Among the 250 questionnaires being sent, 40 were 
returned and 3 were incomplete. The response rate was 16%. 
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Questionnaire 2: Current and Prospective Students' Attitudes Towards Local MBA 
Programs 
Personal interviews were being used in this questionnaire because of its better 
control and response rate. There were three groups of targets in this questionnaire; the 
first group was the current college students, the second group was the current CUHK 
MBA students and the third group was the current workforce who possess at least a 
bachelors' degree. The personal interviews on the first and second target groups were 
conducted on the period of 1st March to 14th March 1996 in the six colleges in Hong 
Kong - CUHK, HKU, HKP, CPHK, HKBU and HKUST. 
During the personal interviews in university campus, convenient samples were 
picked. 135 students were approached, and 10 refosed to participate. Among those 125 
respondents, 120 questionnaires were completed and 5 were incomplete. For current 
MBA students, convenient samples of CUHK Full-Time MBA program were picked and 
20 students were approached and 20 questionnaire were completed, yielding a response 
rate of 100% 
The third part of this survey was done within the same period by the current 
workforce who possess at least a bachelors' degree. Convenient sampling were used as 
questionnaires were distributed through social network. A screening question concerning 
whether the respondent possess a bachelor's degree was asked in this set ofquestionnaire. 
If the answer is "yes", the respondent could than proceed and complete the questionnaire. 
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During the personal interviews in the current workforce. 70 people were 
approached, and 8 refused to participate. Among those 62 respondents, 50 questionnaires 
were completed and 10 were incomplete. The response rate was 86%. 
Test of questionnaires 
Pre-tests of both questionnaires were conducted after the completion of the final 
draft of the questionnaire. Five random samples were selected in the four target groups, 
current college students, current workforce with a least a bachelor's degree, current 
CUHK MBA students and human resource personnel. Upon the completion of the pre-
tests, amendments were being made according to the pre-test results to enhance the 
accuracy and readability. 
Limitations 
The limitations of this study stemmed mainly from the questionnaires, the sample, 
and the process of data collection. There were response bias as the questionnaires used in 
the survey were structured with fixed-alternative questions, respondents did not have the 
opportunity to express their opinions freely. They might be forced to choose answers 
which could not accurately reflect their opinions� 
..;• 
During the sampling stage, the selected respondents did not accurately represent 
the entire mix ofindustries in Hong Kong, in the case of Questionnaire 1. This caused the 
problem of external invalidity; and therefore the conclusions made in this research might 
not appropriately be extended to describe the behavior of the entire relevant population. 
Moreover, the relatively low response rate (16%) and the small number of responding 
companies in questionnaire 1 also limited the representativeness ofthis part of the study. 
During the process of data collection, extraneous variable including instrument 
variation and selection bias created errors for the final outcome of the study. Moreover, 
non-response bias and reliability of responses also created discrepancies of the research 
results. 
Personal interviews were used in questionnaire 2, and the interviews were 
conducted by 2 interviewers who had very different backgrounds and had no formal 
training in conducting personal interviews. Therefore, instrument variation might occur 
because of the variations in the administration of the personal interviews. Non-response 
bias could also be found in this study as the information from the part ofpopulation which 
refused to participate in the survey was not known and therefore could not be examined. 
Therefore, the conclusion made in this study may over-represented certain groups of the 
population and under-represented the others. 
Finally, intrinsic errors might be found in the data collected. These errors mainly 
raised from misunderstanding of keywords. Without further investigation, these errors 
could not be detected and recovered. 
..;• 
CHAPTER IV 
RESEARCH FmDENGS AND ANALYSIS 
Overall Sample Characteristics 
Questionnaire 1: What Skills are the Employers Looking for in an MBA Graduate? 
Nature ofbusiness 
When the respondents were analyzed by the nature of business, about half of the 
respondents were in trading and manufacturing (32%), and banking and finance (16%). 
While the rest were evenly distributed among categories of professional, retail, service, 
government and public service and others. 
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Departments the respondents belong 
The respondents were mainly come from two categories of departments including 
general management which consisted of general managers and managing directors, and 
human resources which included human resource managers and training professionals. 
Since the questionnaire were directed to the human resource managers, the majority of 
respondents were from human resource department (86%), while only a minority of 
respondents came from general management (14%). 
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The skills employers look for in an MBA graduate 
When deciding what skills employers expected an MBA graduate should possess, 
the respondents were given 11 skills and they were asked to rank the 5 most important 
skills, with “1” being the most important and “5” being the least important. However, 
there would be 6 choices which were not ranked. For the purpose of this study, the six 
choices not ranked were considered not significant and therefore a score of “6’，would be 
assigned to these choices to reflect the insignificant nature of them. According to this 
scheme, the mean of each choice was calculated and the results or "scores" were ranked. 
Hence, the smaller the (mean) score, the more important the skill was, and vice versa. 
Based on the calculation, the first 5 most important skills chosen by the respondents were 
“communication skills" (score=2.81), followed by "China experience" (score=3.63), 
“training in strategy formulation" (score=4.06), "leadership skills" (score=4.07), and 
"entrepreneurial skills" (score=4.17). 
With the lowest score of 2.81, “advance business skills" was perceived to be the 
most important skill which employers thought an MBA graduate should possess, and it 
was the only one which had at least 30% difference with the rest of the scores, highest 
being 76%. On the other hand, the differences between any of the other 9 scores were 
relatively insignificant (between 0.2% to 36%). 
This result implies that the respondents (employers) had a relatively high 
appreciation of the "communication skills", but only a general or average expectation for 
the rest of the skills which an MBA graduate should have. 
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Fig_3- The skills employers look for in an MBA graduate (1=most 
important, 6=least important) 
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The reason an MBA graduate should posses “the most important criteria” 
75% of the respondents believed that an MBA graduate should posses the business 
skills mentioned above because "the skill is necessary in order for the graduate to conduct 
business efficiently." About 19% of the respondents believed that the skill could help the 
graduate to work smoothly with their colleagues in order to achieve the company 
objectives. Only 6% of the respondents thought that “the skill is necessary for the future 
career development of the graduate." 
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The factors affecting emplovers, attitudes towards the CUHK MBA Programs 
The respondents were asked to rank the five most important factors affecting their 
attitudes towards CUHK MBA programs with “1” being most important and “5” being 
least important. A "6" would be assigned to the choices which were not selected. Based 
on the calculation, the factor affected employers' attitudes the most was "knowledge of 
the MBA programs offered by different institutions" (score=3.33), followed by “the 
alumni network of the MBA programs”（score=3.67), “the university's connection with 
the business community" (score=3.73), “reputation of the lecturers of the MBA 
programs" (score=3.93), "availability of China-related courses" (score=4.07), and 
"information provided by and the appearance of the programs' brochures" (score=4.07). 
The mean score of the 12 choices was 4.56, the standard deviation (S.D.) was 
0.88. The range of the scores was 3.33 to 5.87 and the differences from the mean were 
1.23 and 1.31 respectively, and they were only 1.39 S.D. and 1.49 S.D. away from the 
mean respectively. This reflected that no single factor distinctively affected employers' 
attitudes towards the CUHK MBA Programs, and the top 6 factors had "similar" degree 
of importance. Therefore, the CUHK MBA programs should place efforts to improve 
these areas which were valued by the employers as they are the indirect users of the MBA 
programs. 
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Fig. 5-Factorsaffecting employers' attitude towards CUHK 
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Which kind ofdegrees employers preferred 
Respondents were asked to assign scores to seven categories of degrees according 
to their preference with “1” being the "most needed" and “7” being “not needed". The 
most preferred type of graduates was those with "an undergraduate business degree" 
(score=2.68), followed by those who had "Part-Time MBA degree with work experience 
(score=2.82), “Full-Time MBA degree with work experience" (score=3.31), 
"undergraduate degree in non-business discipline" (score=3.56), and the least preferred 
were those with a "Master ofPhilosophy in business discipline" (score=5.69). 
From the 7 scores, 2 distinct groups, with respect to mean score, could be 
identified. The top 4 choices had scores below 4, while all of the remaining 3 choices 
scored above 5. The mean score of the first group was 3.09 and the S.D. was 0.41, and 
each of the 4 scores was around 1 S.D, from the mean. The group mean of the second 
group was 5.42 and the S.D. was 0.25. By calculation, the 3 mean scores were within 1 
S.D. of the group mean. 
The above calculation supported that 2 distinct groups could be identified. 
Therefore it could be concluded that people with an M.Phil in business discipline, a 
Master's Degree in non-business discipline and no work experience, and an MBA Full-
Time degree with no work experience were relatively less preferred by employers, while 
people with an undergraduate degree of any discipline, an MBA Full-Time and Part-Time 
degree with work experience were relatively more appreciated with "similar" degree of 
preference. 
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According to the findings, employers prefered graduates with work experience to 
those without work experience. Moreover, employers also prefered employees with 
undergraduate business degrees to MBA degrees. 
Fig.6-Types of employees which employers prefer 
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The reasons why emplovers do not prefer MBA graduates 
When deciding the reasons for not employing MBA graduates, respondents were 
given 5 statements which they would use “1” and “5” to indicate that they were strongly 
agree and disagree with the statement respectively. 
The two statements with the lowest score i.e. the two most important reasons 
employers did not prefer MBA graduates, were that “they don't need employees with such 
a high level of education" (score=1.50), and they “do not have job vacancy for MBA 
graduates" (score=1.88). In general, MBA education was considered by employers as “too 
high level" and therefore they didn't need employees who have such level ofeducation. 
Fig.7-The reasons why employers do not perfer to employ MBA 
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Preference ofemplovers on institutions which employees graduated from 
Employers were asked if they were to employ MBA graduates, graduates from 
which institution did they prefer the most. They were asked to assign a “1”，“2” and “3” to 
their three most preferred institutions respectively, where “1” is assigned to the highest 
preference, while a "4" would be assigned to the institutions which were not being picked. 
The Chinese University of Hong Kong was the most favorable (score=2.4), followed by 
business schools in the United States (score=2.6) and The University of Hong Kong 
(score=2.87). The least preferred institution was the Hong Kong Baptist University 
(score=4). (Fig 8) With the remaining 5 choices scored above 3，those institutions were 
relatively less preferred by employers as more than 50% of the respondents did not pick 
these institutions as the top 3 institutions preferred. Employers had a high preference on 
the business schools in the United States as they ranked above all local institutions, except 
the Chinese University ofHong Kong. 
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Fig.8-Favorite MBA Program offered by different institutions 
CUHK ||i;iii;:iii;iai 
us B-School • — ] 
HKU | | | | | | | | | | | | | | | | ^ 
Eur B-School ;___i i i : i : i : : i i | i ; ; i j ia i :g 





0 3 6 
1=most favorite, 6=least favorite 
..;• 
Why emplovers prefer United States business schools? 
About 83% o f t h e respondents who picked United States business schools as their 
most preferred institution stated that graduates from United States business schools have 
better communication and language skills than local graduates. While 17% of the 
respondents thought that United States business schools have more resource and therefore 
can offer better and more diversified MBA programs. From these findings, we could 
conclude that employers valued communication and language skills as one very important 
factor which would affect their choices of employees. 
The degree which emplovers think a CUHK MBA graduate should possess specific 
qualities 
To test the respondents，perception towards CUHK MBA graduates, they were 
asked to evaluate 9 qualities which an MBA graduate should possess. A 5-point scale was 
used, where “5” denoted "the graduate possess the quality (professionally)”，“1” denoted 
"the graduate does not possess the quality at all”. A score o f "5" or “4” implied that the 
respondent believed the graduates possess the quality to an above average extent; “3” 
denoted “the graduate possess average level of the quality", and any score below “3” 




Under this interpretation scheme, the respondents believed that graduates of the 
CUHK MBA programs possessed average to lower level of international exposure 
(score=1.87), relevant work experience (score=2.02), communication skills (score=2.5) 
and leadership skills (score=2.57). While other skills were rated as satisfactory or above 
average. 
According to these findings, the employers were not satisfied with the current level 
of international exposure, work experience, communication skills and leadership skills 
which the CUHK MBA graduates possess. Therefore, the Programs should place special 
attention in these areas. 
Fig. 9-Degree which employersthinka CUHK MBA graduate should 
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Questionnaire 2 (Prospective Students' Attitudes Towards the MBA Programs) 
Nature of respondents 
This set of questionnaires were completed by three groups of respondents 
including current workforce with at least an undergraduate degree (50 respondents), 
current CUHK MBA students (20 respondents), and current undergraduate students in the 
six tertiary institutions including CUHK, HKU, HKUST, CPHK, HKPU, HKBU (120 
respondents). 
The questionnaires were completed by three groups of respondents as follow: 
Group 1 - Current workforce with at least an undergraduate degree 
Group 2 - Current CUMBA students 
Group 3 - Current undergraduate students 
The favorite university of prospective MBA students 
The respondents were asked to rank their preference of institutions and to assign 
number 1 to 6 to institutions according to their preference, where “1” and “6” were 
assigned to the highest and lowest preference respectively, while a “7” would be assigned 
to the institutions which were not being picked. 
Fig 10 shows the corresponding mean scores of each group of respondents. Note 
that in this case the actual mean scores were less important than the group ranking. In 
..;• 
other words, this study mainly concerned how each group view the general standing of 
each institution, and the Overall Rank values ofeach group were used. 
According to the figure, the ranking for each institution was consistent, so a 
conclusion could be made that the three groups of respondents shared the same attitudes 
towards MBA programs offered by different institutions. The most preferred institution 
was “US Business Schools” with mean scores of2.94, 2.17, and 2.78 ofgroup 1,2, and 3 
respectively. The second most preferred institution was the CUHK with mean scores of 
2.93, 3.08 and 2.9 respectively. The third most preferred institution was HKUST with 
mean scores of 4.18, 4.04, and 4.23 respectively. The least preferred institution was the 
Hong Kong Baptist University with mean scores of7, 7 and 6.89 respectively. 
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Overall impression towards local MBA Programs 
Respondents were asked to rank the top three MBA programs which they liked the 
most, and “1”，“2”，“3” would be assigned according to the order of preference. A “4” 
would be assigned to programs which were not selected. The ranking by the three groups 
of respondents were again consistent with minor deviation in the mean scores assigned by 
each group. The most popular programs were the programs offered by the CUHK, 
followed by HKUST and HKU. The least preferred programs was that offered by the 
HKBU. 
The impression of respondents towards local MBA programs was consistent with 
their impression towards local tertiary institutions as they ranked the programs offered by 
CUHK, HKUST and HKU as the top three MBA programs in Hong Kong. 
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Factors affecting the decisions of prospective CUHK MBA students when decidingjoining 
MBA Programs 
Respondents were asked to rank the factors affecting their decisions in choosing 
which institution to attend. A “1” and “7” would be assigned to factors which were 
considered as the “utmost important" and “least important,，respectively. While a "4" 
indicated a moderate level of importance. From Fig 12, the scores assigned by different 
groups of respondents to the factors were different while the overall rankings of the 2 
most important factors were consistent, they were: “career prospect of the MBA holder" 
and "reputation and status of the business school". The overall ranking of the 2 least 
important factors were also consistent, they were “school life" and “geographic location of 
the school”. The results showed that the prospective students were concern about their 
career prospect and the reputation of the institution when deciding which MBA programs 
to attend. Therefore, the CUHK MBA programs should improve its current career 
placement services in the MBA programs. Moreover, corporate communications measures 
should be adopted to enhance the reputation of the program. 
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Fig.12-Factors affecting the decisions of prospective CUMBA 
students when deciding to jo in MBA programmes 
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Opinion of current CUHK MBA programs 
10 aspects concerning the CUHK MBA programs were given to the respondents, 
and they were asked to assign a score to indicate their opinions, with “1” being “very 
poor” and “10” being “excellent”. 
Fig 13 shows the corresponding mean scores of each group of the respondents. 
Note that in this case the actual mean scores are less important than the group ranking. In 
other words, this study mainly concerns the relative importance of each area to the 
prospective students of the CUHK MBA programs, and the Overall Rank values of each 
group were used. 
From Figure 13, the ranking assigned by different groups were not consistent; 
therefore, three separate analysis would be conducted. For the purpose of this study, the 
three areas which scored the lowest would be selected and analyzed as that reflect the 
areas which the CUHK MBA programs need to improve. 
In group 1 (current workforce with at least an undergraduate degree), career 
prospect of the MBA holders, connection with the business community, and the course 
variety offered by the MBA programs were considered to be the weakest area by the 
respondents. In group 2(current CUHK MBA students), the respondents also believed that 
course variety was the weakest area in CUHK MBA programs, followed by information 
provided by prospectus and professor reputation. In group 3(current undergraduate 
students), course variety again was considered to be the weakest area, followed by career 
prospect of the MBA holder and connection with business community. 
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Areas which CUHK MBA Programs should put most emphasis on 
Figure 14 lists the proportion of the respondents who picked the areas which 
CUHK MBA programs should put more emphasis on. Each respondent was asked to pick 
three areas which, in their opinion, needed to be improved. As shown in the table, not all 
responses of the three groups were consistent. For the purpose of this study, the 3 most 
important areas picked by each group of respondents were discussed. 
For group 1 (current workforce with at least an undergraduate degree), 83% of the 
respondents picked career prospects of the MBA holder as one of the most important 
areas which CUHK should put more emphasis on. Followed by China-related courses 
(75%) and alumni network (74%). 
For group 2 (current CUMBA students), 80% of the respondents thought that 
CUHK MBA programs should emphasize more on the career prospects of the MBA 
graduates. Followed by China-related courses (70%) and reputation of the institution 
(45%). 
For group 3 (current undergraduate students), 83% of the respondents believed 
that CUHK MBA programs should emphasize more on the career prospect of the MBA 
holders. Followed by China-related courses (73%) and reputation of the institution (54%). 
From the findings, we could conclude that all 3 groups of respondents shared 
similar attitudes towards how CUHK could improve its MBA programs. However, group 
’ 1 had a slight difference in the interest with group 2 and group 3, which had almost 
identical preference. The two areas which all 3 groups of respondents had consensus 
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concerning the Programs should put more emphasis on were career prospects of the 
students and China-related courses, while they had diversified opinions in other areas. 
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Areas which the curriculum of the CUHK MBA curriculum needed to be improved 
Each respondents were asked to select three areas of curriculum which they 
believed the CUHK MBA programs should be improved. According to Fig 15, the three 
groups of respondents had diverse opinions on the areas which the curriculum of CUHK 
MBA programs should improve. In group 1 (current workforce with at least an 
undergraduate degree), most of the respondents (87%) thought that CUHK MBA 
programs should put more emphasis on the China-related courses, followed by leadership 
skills (80%) and communication skills (75%). 
For group 2 (current CUMBA students), almost half of the respondents (45%) 
believed that the three areas which CUHK MBA programs should emphasize more on 
training in creative/innovative skills, strategy formulation, and interpersonal skills. 
For group 3 (current undergraduate students), 73% of the respondents thought 
that interpersonal skills and China-related courses were important, while 63% of the 
respondents thought that training in strategy formulation should be increased. 
As a whole, the areas of curriculum which the respondents believed CUHK MBA 
programs should put more emphasis included China-related courses, interpersonal skills, 
and training in strategy formulation while over 50% of respondents (weighted average) 
selected these three areas as the areas needed to be improved. 
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Fig.15-Areas w h i c h CUHK MBA c u r r i c u l u m need to be improved 
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Degree of awareness of the Asian Pacific Institute of Business (APIB) as a department of 
the CUHK business school 
In general, the majority of respondents (73%) did not aware of the APffi as a 
department of the CUHK Business School. This finding suggest that the public were not 
familiar with the School. 
..;• 
Contents and appearance of the CUHK MBA Programs brochure 
When being asked about their opinion towards the CUHK MBA programs 
brochure, 49% of the respondents replied “It provides very useful information” While 
33% thought that the brochure did not contain enough information, and 20% claimed that 
they had never read the brochure before. 36% of the respondents thought that the 
appearance of the brochure was good and 44% thought that it was bad. 20% claimed that 




Based on the research findings, our overall objectives of this project are to : 
1. Build public awareness and acceptance and establish a more favorable market 
condition. 
2. Be the top one MBA Program in Hong Kong. 
3. Attract and hold quality students. 
4. Improve the communication between the community and the CUHK MBA 
Programs. 
5. Plan the overall program in long-term range, and thus helping the program to face 
the 21st challenge. 
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In face of the competitive environment and basing on the above objectives, our 
marketing objectives will be divided into the following two sub-categories : 
1. Product Objective 
The main concern is to improve the overall MBA Program, i.e. the product. We 
cannot build public awareness without changing the program itself. 
2. Communication Objective 
Perception is what counts; the target audiences' believes are the major components 
which created the corporate image. 
Product strategy and communication strategy are built up based on the above two 
objectives. Action plan and detail recommendations are then followed. 
The following summarized research conclusions and recommendations in this study. 
Product Strategies 
Strategies recommended are mainly of three fold : 
1. To enhance the global perspective of the MBA students, with specific focus on the 
Asia Pacific arena. 
2. To enrich and revise the current curriculum. 
3. To help the students to develop and achieve their individual career strategies. 
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Global Perspective with Asia-Pacific Focus 
In 1994, Gross Domestic Product grew by 12.7% in China, 11% in Singapore, 
8.4% in Malaysia, compared with a more modest 3.7% in the USA and 2.4% in the UK. 
As consumer spending in Asia grow apace, western companies offering western goods and 
services are seeing opportunities for rapid expansion in the Asia-Pacific region. This 
creates a very strong demand for MBAs among recruiters seeking western-educated 
Asians and students with Asian language abilities. 
The MBA Career Guide International recent research of over 150 companies 
active in the region confirms that the MBA is seen as a global management qualification, 
with English the universal language of business. Western companies committed to Asia 
and determined to maintain their international standard of quality can rely on MBAs to 
meet these standards. 
While international business issues have gained increased prominence recently, the 
Chinese University of Hong Kong should integrate international concerns into its MBA 
curriculum, especially in the Asia Pacific arena. Right now only very few students come 
from outside Hong Kong. These students bring with them rich backgrounds in 
international cultures and business experiences. The MBA Office or the MBA Student 
Association should organize more activities revolving the international business. Other 
formal activities to build up Asia-Pacific focus of the MBA students should include : 
1. Inclusion ofMandarin as non-credit core course in the curriculum. 
2. Set up another concentration named "China Studies". 
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3. Enrich exchange program with more overseas universities. 
4. Establish study tours to different countries. 
Inclusion ofMandarin as a Non-credit core Course 
The importance ofMandarin as a third language in Hong Kong 
With business and science become increasingly focus on the China perspective, the 
old adage “Let them learn Mandarin" has long since become irrelevant - and potentially 
dangerous - corporate and individual stance. American companies which recognize the 
importance of being able to communicate in Mandarin enjoy a pranced advantage in the 
huge China market. In turn, Chinese companies and individuals feel indefinitely more 
comfortable in their dealing with them. 
From the job hunting standpoint, most human resource experts will tell you that 
the applicant who is fluent in Mandarin enjoyjust enough an advantage to give him or her 
the edge on other applicants with comparable work and educational qualifications, but 
without the Mandarin language facility. 
One who has the ability to interact successfully with people of diverse national, 
ethnical, cultural and religious backgrounds - irrespective of one's language capabilities -
can be call "culturally fluent". That “fluency” can be greatly enhanced, however, if one has 
some grasp of at least one foreign language. The Hong Kong Chinese Ph.D. in Derivative 
Finance who speaks no Mandarin is, for all practical purpose, a functional illiterate in 
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Sichuan, Shanghai or Beijing. None ofhis or her hard-earned degrees can help that Ph.D. 
to communicate to any really meaningful extent in any place of China. The MBA who 
can't communicate in Mandarin in which he or she expected to be frequently traveling to 
China is measurably less effective than a high school graduate. 
Traditional language courses offered each term by different department in the 
University does not fulfill the needs of the MBA students -they should be trained to use 
"business jargons" for their future. Moreover, and more importantly, according to an 
interview with the responsible official in the language center, graduate students cannot 
take credit course or even sit in these courses. One short-term alternative is to let the 
MBA students to take the Putonghua course in the University at their own free will. The 
long-term alternative is to tailor Mandarin program by the MBA Office. 
The short-term alternative 
If the MBA program doesn't have enough resources to open this independent 
course at the moment, the management should negotiate with the responsible officials in 
Department of Chinese so that the students can take these course at their own free will 
during their Two-Year program. 
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The long-term alternative 
This non-credit bearing core course should be specially designed for MBA 
students by the MBA Office. It should focus on the Putonghua phonology, the processes 
and skills of effective oral presentation, negotiation and interviews in business situations 
conducted in Putonghua. 
The program should be offered in a two semester-period. The first class should 
take place in the first semester and should be focused on basic oral skills. The second class 
is suggested to take place at the fourth semester. This advanced class may focus on 
business terminology and include mock interviews. Each of them should be three-hour 
sessions over eleven weeks� 
Set up another concentration in “China Studies” 
As indicated in the research findings, both prospective students and employers 
demand a high standard of business knowledge in China. The MBA degree program 
should combine traditional MBA courses with special courses on issues facing companies 
doing business in China. The MBA program is advised to set up another concentration on 
“China Studies". In fulfilling the concentration requirements, the students MUST complete 
all of the following tasks: 
1. Complete two courses in culture, history, politics or social structure of China 
offered by the Institute of China Studies in CUHK. 
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2. Demonstrate mastery ofMandarin or other Chinese dialects. 
3. Responsible to carry out projects relating to China during their summer internship. 
4. Spend a semester studying in the new exchange program cooperated with a local 
university in PRC. 
Enrich the International Exchange Program fIEP) bv increasing the number of overseas 
universities 
A natural outgrowth of the flexible Chinese University curriculum extends its 
educational opportunities to some of the finest academic institutions around the world. 
The students apply in Spring of their first-year are to participate the program in their first 
semester of the second year. EEP provides an unique opportunity to gain first-hand 
knowledge of the business environment, culture and people in some of the most important 
regions of the world. The students can improve their language skills, increase their 
knowledge of international management issues, and enjoy the local culture. Most 
important, the students will have an increased understanding of the world around t h e m ? 
22 MBA Program Brochure, The University of Chicago, Graduate School ofManagement, pp 8. 
..;• 
The following table (Table 16) summarized the IEP offered by CUHK and HKUST 
nowadays : 
CUHK UST RANK 
Asia International University of Japan * * 
University o fNew South Wales, Australia * 
Europe London Business School, United Kingdom * * 
ISA, HEC School ofManagement, France * * 
US Columbia Business School * * * 
Cornell University * * 
New York University * * 氺 
North Western University * * 
University of California, Los Angeles * * * 
University of California, Berkeley * * * 
University of California, Irvine * 
University of Chicago 氺 氺 
University ofFlorida * 
University ofMaryland 氺 
University of Southern California * 
University of Virginia * 氺 
University of Washington 氺 
Canada University ofBritish Columbia * * * 
University ofWestern Ontario * 氺 
University of Toronto * 
York University * 
Total Number of exchange participants ]_0 17 12 
Total number of participants with international rankings 8/10 9/17 
Rank - The top 20 Business School in North America ranked by US News and 
World Report, 1995 
-The Top 10 Business School in Asia/Pacific ranked by Asia Inc., 1995. 
From the above table, 8 out of the 10 exchange participants of CUHK are top-
ranked business school, while for the HKUST counterparts, 9 out of 17 exchange 
participants are international ranked as top business school. 
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The quantities of exchange program offered by two universities are not directly 
comparable. However, the readers should pay attention to the quality of the exchange 
programs offered by both universities. By personal judgment, IEP offered by both 
universities are equally good. But one thing readers should bear in mind is that HKUST 
has only established for a couple of years. Should the top management of the CUHK 
MBA Program do more things on it? 
Based on the research findings, it is found that both the prospective students and 
employer favor US business schools rather than their European counterparts. It is 
therefore suggested that the Program should establish a closer tie with the US business 
schools. 
Include study tours to different countries 
Students with little international background before they come to Chinese 
University are suggested to broaden their experiences while they are here. Truly motivated 
students can immerse themselves in another culture by spending another academic term 
abroad at the exchange program at an overseas business school. Others are suggested to 
keep their Hong Kong based but still travel overseas by spending their Spring break - first 
year or second year or both - on a study tour of corporations and government agencies in 
another part of the world, for example, the People's Republic of China. Student-initiated 
study tours enhance classroom experience by providing a first-hand look at the 
managerial, political and cultural ideals that inform a country's business practices. Faculty 
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advisors should accompany the students and offer background information and on-site 
commentary on the management issues affecting a particular region.^^ 
Every year, the faculty of business administration offers study tour to the PRC. 
But recent statistics showed that very few Full-Time MBA students have ever participated 
in these programs in recent 3 years. Those participants were mainly comprised of 
exchange students. According to the current 2nd year MBA students, the major reason for 
non-participation is inadequate communication between the faculty and the students. 
Moreover, the non-compulsory nature is also one of the reasons. Therefore the faculty 
should do more public relations jobs on that. Recommendations include the following: 
before the students leave, they have to take for-credit subjects designed specifically to 
provide relevant economic, political, and culture backgrounds and prepare briefings on the 
companies that they will visit. After they returned, they should collaborate on school-wide 
presentations that showcase their experiences and build enthusiasm for next year's trip. 
Enrich and Revise the Current Curriculum 
The curriculum should respond to the changing global needs of business today. It 
can meet this need through an integration of cross-functional perspectives and experience, 
important new areas of business knowledge, leadership training and a comprehensive 
global management orientation. Combining theory and hands-on experience, the program 
should allow students to gain fundamental skills as well as in-depth knowledge of 
23 “Tlie Master Program 1996-97", MIT Sloan School ofManagement, pp 18. 
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specialization. During the integrated core curriculum, students may build the analytical and 
conceptual foundations required to solve complex business problems while enhancing 
skills in communications, global awareness and teamwork. 
Introduction of enrichment programs 
The Faculty should have a strong belief that the creativity, self-awareness, 
leadership, personal communication, people skills, attitudes for teamwork are among the 
most important skills that an effective manager should have. A great deal of learning at the 
CUHK MBA program is advised to take place outside the traditional curriculum in 
classroom. The enrichment programs, which are suggested to comprise various in-house 
workshops, seminars and corporate presentations should be organized on regular basis. 
These programs supplement the regular courses offered by the faculty and should aim at 
helping the students with the most needed business skills. 
Research findings indicated that the prospective employers find leadership skills 
possessed by the MBA graduates the utmost important skill they should possessed. As 
powerful as these conceptual tools in classroom teaching are, leaders in today's rapidly 
changing business environment require an ability to get things done. To be a successful 
business leader, one must understand how and when to apply fundamental concepts to 
achieve the goals of the organization. The authors believe that the existing pre-term 
outward bound exercise does not adequately provide comprehensive training of such skills 
owing to the non-compulsory nature of the exercise. It is therefore recommended that the 
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Chicago Approach ofLEAD program should be introduced in order to train up leadership 
skills of the MBA students. 
The Chicago approach ofleadership training 
Recognizing recent changes in business, the objective of the unique program -
Leaderships Explorations and Development Program (LEAD) - offered by the Graduate 
Business School of The University of Chicago^^ aims at developing students workable 
solutions with real business problems. The Foundation of Leadership class is intended to 
develop leadership potential through experimental training. 
Hailed nationally by business community and business educators, LEAD is non-
traditional, required courses for campus students that involves first year, second-year 
student facilitators, faculty members, staff advisors and corporate sponsors. 
As part of the MBA Program, which begins during Pre-Term and extends through 
the first semester, students are assigned to cohorts of about 10 individuals, who meet 
weekly through the first quarter in a variety of activities, seminars on presentation skills, 
workshops on diversified business environment, teamwork and group dynamics, and 
discussions that provide opportunities for the students to analyze the attributes of effective 
leadership. In these participatory sessions, students can grapple with the broad decision-
making and the ethical issues that they will confront throughout their future career, and 
learn to forge effective solutions to them. 
24 MBA Program Brochure, The University of Chicago, Graduate School ofManagemeiit, pp 5. 
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Each spring first-year students should review and critique the previous LEAD 
course and develop a new curriculum for the following quarter. In this way LEAD will 
remain as the forefront of business education, responding quickly to the needs of the 
business community and the events that shape the business environment. 
Design of Career Strategies o fMBA Graduates 
Research findings indicated that people choose to go to US graduate business 
schools for a number of reasons. One is to gain control over their careers - strike off in 
new directions, strengthen credentials in specific fields, get out of something that has been 
routine into something less predictable and more creative. Making more money may be the 
purported goal, but in reality when students are ready to choose their post-GSBA jobs, 
this criterion sinks under the weight of much more compelling decision factors: a great 
somany to work for and great people to work with, intellectual challenges, a new 
geography or work place setting, a dual career opportunity, the promise of a balanced 
lifestyle - or a frenetic one. But for nearly everyone - from the men and women who 
decide to go for work for major multinational corporations to those who decided to 
launch their own business - the reason they cited most was that it provides a chance for 
the students to make a difference. 
The following two long-term action plans can best help the students to develop 
their final career placement after they graduate: 
1. Set up independent MBA Placement Office. 
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2. Reorganize networking with existing alumni. 
Set up independent MBA placement office 
The career performance of an US business school and that of the CUHK MBA 
Program was compared, but their career statistics did indicate that there is room for 
improvement in the CUHK MBA Program. 
The following are scripts from the Placement Report of The University of Chicago 
Graduate School ofBusiness. 
Placement Overview^^ 
Recruitment of Chicago MBAs improved slightly in 1992-93, despite a continued tightjob 
market caused by the slow economic recovery. While employers remained cautious in their 
hiring goals, students were more proactive in their job searches. At the same time, the 
Office of Career Services intensifies its direct marketing to employers and expanded both 
its students counseling, and career management programs in volume, diversity of issues, 
and career areas covered. 
Specifically, 343 employers actively sought GSBA graduates and interns, with 230 
companies conducting approximately 10,000 on-campus interviews. 
25 Ibid, leaflet attached “Career Service Summary". 
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..…During the spring and summer, 132 companies listed opportunities in the PC-based 
Resume Referral Service for 194 Full-Time positions and internship. Job posting in the 
Career Service Library provide significant additional career opportunities as 685 
companies listed over 1,100 positions during the year. This represent a 19 percent increase 
in the number of employers and approximately an 11 percent increase in the number of job 
opportunities compared to 1991-92. 
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Highlights for the Full-Time 1993 MBA Class ofThe University ofChicago : 
Placement percentage and median salaries (US$) 
Leading industries, by hires made 
Consulting 17.0% $75,000 
Accounting 11.8 65,000 
Investment Banking 11.8 55,000 
Consumer Products 10.5 57,000 
Commercial Banking 9.8 55,000 
Leadingjob function 
Finance 44.0% $55,000 
Consulting 28,8 72,000 
Marketing 1L4 57,000 
Range of starting salaries 
$21,600 to $120,000 
Composite Profile 
With Work Experience : 95.3% 
Direct from college 4.7% 
Mean years of working experience 4.5 years 
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Enrollment Profile 
Full-Time students 1,250 
Part-Time students 1,600” 
At the present moment, there is no designated staff responsible for helping the 
students to design their career strategies. The MBA Office share the resources with the 
Career Appointment Service (CAS) inside the University. It is observed that the following 
things happened during the students' job searching : 
1. Students often go to CAS many times each week, just to search for any specific 
career opportunities compatible for their MBA qualification. As the job 
specifications are mixed with the undergraduate students, students take far more 
time to locate their designated career opportunities. 
2. Companies usually send theirjob advertisements to the CAS when they are going 
to recruitment MBA students, rather than directly to the MBA Office. 
3. The two administrative staffs in the existing MBA Office that not only aid in the 
administrative work, but also help to provide placement service to the students. 
4. On average, less than three companies have ever organized corporate recruitment 
presentation within campus in the past three years. 
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Facing the increasing workload of the administrative staff in the Office, 
professional staff should be employed to handle students' queries on job searching 
matters. Therefore, a short-term strategy of employing an extra staff who is responsible 
for career opportunities of the students can be used. Her work should range from helping 
the students to prepare resumes, sending the resume book out to big corporations, and to 
coordinate corporate recruitment process within campus. The long-term action plan is 
definitely to set up an independent MBA Placement Office. 
The professional staff of the Placement Office should aim at supporting students' 
individual career search efforts with a wide range of tailor services. The Placement Office 
should serve the unique needs of only MBA students. The relatively small size of the MBA 
program allows considerable interaction between the Placement Office staff and students. 
The Placement Office set up in the future should have sole main goal to provide 
professional career counseling and job placement services (both permanent and summer 
internship) to the existing MBA students. 
Summer internship 
Summer internships enable students to gather direct information about a functional 
field, a specific industry and contacts for permanent placement. The MBA Placement 
Office, when being set up, should aim at helping to match opportunities with students' 
..;• 
interest and qualifications. A summer internship resume book should be sent to major 
employers to secure internships for MBA students well before the summer break. 
The role of placement office in students' permanent positions should include the 
following aspects : 
1. A primary role is supplying graduates with the skills and resources necessary to 
conduct successful job searches throughout their careers. To support this goal, 
resources such as on-campus interviews, Internet Home-Page, resume book. 
Placement handbook, electronic job-listing, electronic alumni network should be 
available in the Office, 
2. The office should offer ongoing individual counseling to assist students in 
identifying, initialing and implementing sound career plans. 
3. The office should help students to engage in career self-assessment, research 
occupational/employment information, explore a broad range of employment 
options, present a professional image, and secure positions in their chosen fields. 
4. Career Education Programs should be offered to all MBA students, providing 
timely, meaningful information to assist the students in their job search and career 
focus. The Program should offer throughout the year special topics and issues in 
the area of career planning and placement, including resume preparation, 
interviewing and job search techniques. Corporate executives and other 
professionals from the business community are advised to bring in to co-teach 
these seminars. Guest speakers, including alumni and national and international 
company representatives are suggested to provide various functional discipline of 
..;• 
MBA employment. These guests should aim at providing many critical 
perspectives on the life-long task facing students: to successfully managing their 
business career. 
Reorganize networking with existing alumni 
When analyzing the competitive advantage between CUHK and HKUST it is 
found that existing alumni network is one of the reason most of the prospective students 
value CUHK's competitive power over HKUST (CUMBA students rank 5.6, prospective 
students rank 6.87 and current workforce rank 8.7 where Full mark =9) 
Alumni of the graduate business school can offer current students valuable 
contacts and information about prospective jobs and careers. Today, the CUHK MBA 
program has over 2,000 alumni all over the world. Many of them are willing to make 
themselves available to students and are eager to talk about their work and their industries. 
Although the first batch of Full-Time MBA class come out in 1969, the MBA alumni 
association still has not formally registered under the Company Ordinance. They are rather 
dormant in the present situation. From the writer's personal point of view, this is mainly 
due to the following reasons : 
1. The faculty does not have close contacts with the association. 
2. The funding from the faculty is not adequate and there is no well-planned fund 
raising activities inside the association. 
3. Members and counsel members do not participate actively inside the association. 
..;• 
Based on the above reasons, it is suggested that the CUHK MBA Alumni should 
reconstruct the whole alumni association into American Style "Alumni Counseling Board “ 
whose main objectives should be: 
- t o give existing MBA students the unique opportunity to meet currently employed 
alumni on a one-to-one basis and discuss specificjob responsibility. 
-socialize between each other. 
The advantage of setting up such organization is to provide existing MBA students 
the opportunity to talk with alumni volunteers on specific jobs, careers, industries and 
individual organizations under informal, non-pressured circumstances. Students do not 
experience the tension and pressure of regular employment interviews. Alumni candidly 
discuss the problems as well as satisfaction they find in their work. They can also identify 
Business School courses that they may be particular useful to their present positions. In 
the international search arena, alumni board has been invaluable by helping to place new 
graduates and by guiding graduates who need help of career changes. 
In order to encourage alumni participation, the board should be wholly funded and 




Corporate communication is a kind of mass communication. The faculty should 
communicate with its target audiences with an aim to develop a favorable image in MBA 
Program. This effect will become the basis of another, may be a more concrete form of 
effect like boosting the number of applicants. The recommend strategies are mainly of two 
fold: 
1. initiate public relations campaign for the MBA program 
2. redefine the whole MBA program and build up distinctive symbol for the faculty 
Public Relations 
Being driven by our following research findings, it is suggested that the Program 
should build up a brand new public relation campaign aiming at building up a reputable 
image of the MBA program and the faculty. 
1. Prospective students' and prospective employers' general impression of the CUHK 
MBA program is not that good, [scored 7.2 and score 7.26 out of 1 (most 
important) respectively] 
2. Prospective students and prospective employers think the faculty does not establish 
excellent relationship with the business community, [scored 4.05 out of 9 and 
score 3.73 out of 1 (most important) respectively]. 
..;• 
3. Prospective students think the faculty should improve the existing network with 
the business community, [scored 7 out of 1 (most important):. 
Set up center for corporate partnership 
At the present moment, CUHK MBA Office does not have formal channel to do 
the public relations job. This include developing and maintaining valuable employer 
relationships to enhance employment prospects for MBA students e.g. attracting a variety 
of organizations to interview and hire graduates. 
At the present moment Asia Pacific Institute Of Business(APffi) just acts as the 
research arm of the faculty, and it does no public relationjob. From the research findings, 
73% of the prospective students are not aware of the existence of the such office. 
Therefore a separate office named "The Center of Relationship Marketing" should be 
established under the direct control of the Faculty, and it should be solely responsible to 
bridge the gap between the faculty and the public. 
CRM should focus on the systematic development of ongoing, collaborative 
business relationships as a key source of sustainable competitive advantage. The center 
should have partnership programs in the form of seminars, executive fomms and student 
field work projects. 
This office should devote most of its time to marketing CUHK MBA students to 
potential employers. StafF members should regularly visit major business corporations and 
cultivate relationships with employers in targeted industries and professions. 
..;• 
Exhibitions 
At the present moment, MBA program announce its application procedure through 
the following methods : 
1. The Post-graduate school advertise all its program offered (including MBA) two 
to three times each year in the newspaper. 
2. MBA office send out prospectus to designated human resources department of 
various local companies, various departments and faculties of local and overseas 
academic institutions. 
3. Exhibition conducted by the 
1. university itself at “Career Expo". This exhibition will publicize all of the 
programs offered by the university. 
2. post-graduate school at "Post-Graduate Fair". This exhibition will publicize 
all the programs offered by the Post-graduate School of CUHK. 
3. MBA Office at “MBA Forum". This exhibition will announce the 
particulars of various MBA programs (including Full-Time, Part-Time and 
Executive MBA program) offered by the Faculty of Business 
Administration. 
The MBA Office can strengthen it existing recruitment process by setting up 
booths at the existing six local universities. Existing students can be rewarded to act as 
helpers to answer queries raised by the prospective students. This can not only increase 
..;• 
the number of applicants each year, but also strengthen the image of the faculty of 
Business Administration. 
Publications and promotional items 
Publications 
The MBA Programmes prospectus is a formal document published yearly by the 
graduate school. It is a reflection of the school's condition at the close of the business 
year. From research findings, 33% of prospective students find the prospectus not 
informative and 44% find it not appealing. To build up a favorable image for the MBA 
Program, the faculty should try to make the report more appealing, readable and 
informative. In preparing the prospectus, faculty should shape the message while the 
designer determine how best to translate the message into graphics. It can have a strong 
influence on potential attendants who use it to discover the status and prospect of the 
MBA Program. 
Newsletters of the Program are aimed at providing information to prospective 
employers of graduates and they range from simple newsletter to series of newsletter and 
magazine. The major targets receivers are the existing MBA students, alumni and the 
prospective employers ofthe graduate. The faculty should have a high degree of control in 
dealing with what sort of materials to be put into these publications. This is a media used 
by the faculty to put in daily particulars in order to let the public to understand more about 
..;• 
the current affairs of MBA program, to inform employees and existing students about the 
business policy and practices, to stimulate application by publicizing good individual 
performance, and to develop improved morale and promote loyalty. 
Promotional items 
This can be anything ranging from a cheap plastic pen through to prestige card-
holder. The logo should be printed on the surface so that can be easily recognize and 
memorize. 
Government lobbying 
Compare to most of the top US private business schools which are primarily 
funded by the tuition of the students, the Full-Time MBA Program offered by CUHK is 
primarily funded by the local government�If the government are not aware of the 
problems and objectives of the MBA program, there is no complete way to improve the 
program in the long run. A steering committee, consisting of the Dean of the Faculty of 
Business Administration, three Directors of the existing three MBA program, vice-
chancellor of CUHK, should be set up with its primary objectives to promote the image of 
the faculty and ensure proper funding is obtained to accomplish future development of the 
MBA Program. 
..;• 
Redefine the organization and build up distinctive symbol for the Graduate School 
New advertising theme help raising the recognition of the corporation's image 
almost at once. The suggested new campaign of changing the faculty to a business school 
(called The Chinese University of Hong Kong, Graduate School of Business 
Administration “GSBA”）has three broad corporate goals. The first one is to signal 
changes, to establish that GSBA is not the same faculty as it was in the past. The second is 
to build identity for GSBA, to better communicate with the public what it is and what 
business administration courses it offers. The third is to create a common thread 
throughout all of the CUHK's various PR campaigns. A good part of this creative 
campaign is to change the previous outdated personnel perceptions of CUHK as 
'traditional', 'capable’ and 'unadverturous' to the more positive and contemporary: 
‘modern’ and 'on-the-move'. 
One of the basic requirements of good marketing is to have a clearly identifiable 
product (MBA Program), amanating from an equally well recognizable source. Properly 
conceived and implemented, a house-style adds the additional dimension of coherence to 
the image which a university projects. The elements of design, color, lettering and symbol 
should be used consistently - combined to create a memorable overall impression of 
coherence. 
It has been emphasized that a corporate identity involves different factors, but the 
adopted logo (or symbol) and logotype will always be the factor that attracts the public 
attention. 
..;• 
It is always difficult to obtain agreements from a committee on the choice of a 
new logo, but there are a number of elements who should help to reach consensus. A 
successful logo should be distinctive, memorable, pleasing to the eye if possible, and have 
a direct relation to the MBA program offered by the graduate business school. It must be 
amenable to use in different size and in different circumstances with equal good effect. The 





Research findings suggest our program to emphasize on the students exposure on 
international business, with special focus on the Asia-Pacific arena. Prospective employers 
suggest the program to improve the leadership, communication and interpersonal skills of 
the existing students. Prospective and existing MBA students suggest the program to 
improve the career prospects and strengthen the existing alumni network. Prospective 
students, general speaking, think the prospectus informative and not very appealing. 
The suggested action plan is constructed based on the problems identified from the 
questionnaires. We forecast there are practical problems to implement these plans. As 
most of the funding of the MBA programs come from the government, it seems not so fair 
to compare the program with the overseas universities, especially the US business schools 
which in most case, are funded by the paid-tuition's. It is understandable that the top 
management can not adopt suggestions overnight, rather this project provides a 
..;• 
recommendations on how the program can be improved and how favorable perception can 
be built by the target audience in the long-term. 
As mentioned before, the faculty should set up a steering committee to ensure the 
government is aware of the problems and objectives of the CUHK Full-Time MBA 
program so as to guarantee proper funding can be obtained to accomplish future 
development of the Program; and more importantly, to initiate a thorough research on the 
existing program and make strategic planning for the future path of the program. By 
adopting the recommended actions, the CUHK Full-Time MBA Program can certainly go 
one step forward and continue to be the number one ofits kind. 
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TABLE 11 
NATURE OF BUSmESS OF RESPONDENTS 
Nature ofBusiness No. of Companies % 
Trading and Manufacturing U 32.00 
Banking and Finance 6 16.00 
Teta i l 5 14.00 — 
Service 5 14.00 
Government and Public Service 4 11.00 
"others — 3 8.00 
Professional 2 5 ^ 
T o t a l 37 100 
TABLE2 
DEPARTMENTS RESPONDENTS BELONG 
Position ^ % 
Human Resource ^ 59.00 
draining 10 27.00 
General Manager 4 11.00 
Managing Director 1 3.00 
—Total 37 100 
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TABLE 11 
THE SKJLLS EMPLOYERS LOOK FOR JN AN MBA GRADUATE 
Skills Mean Score 
Communication Skills 2.81 
China Experience 3.63 
Training in Strategy Formulation 4.06 
Leadership Skills 4.07 
Entrepreneurial Skills 4.17 
Advanced Business Skills 4.35 
Creative/Innovation Skills 4.39 
Business Ethics 4.75 
Interpersonal Skills 4.85 
General Business Skills 4.94 
—Others 6.00 一 
TABLE4 
THE REASON AN MBA GRADUATE SHOULD POSSESS 
“THE MOST EVEPORTANT CRITERIA" 
Reasons % 
The Skill is Necessary for the Future Career Development of Graduates 6% 
The Skill is Necessary in order to conduct business efficiently. 75% 
The Skills Helps the Graduates to Work Smoothly with Their Colleagues 19% 
in Order to Achieve the Company Objectives. 
Others 0% “ 
85 
TABLE 11 
THE FACTORS AFFECXmG EMPLOYERS' ATTITUDES TOWARDS 
THE CUHK MBA PROGRAMS 
Factors Mean Score 
Knowledge of the MBA programs offered by different institutions 3.33 
The alumni network of the MBA programs 3.67 
The university's connection with the business community 3.73 
Reputation of the lecturers of theMBA programs 3.93 
Availability of China-related courses 4.07 
Information provided by and the appearance of the MBA brochure 4.07 
The course variety offered by the MBA programs 4.73 
The curriculum of the MBA programs 4.80 
General impression 5.26 
Asian Pacific Institute ofBusiness as a department of CUHK 5.47 
Business School 
Availability of pre-admission programs consulting service 5.80 
Respondents' experience in working with graduates from the 5.87 
CUHK MBA Programs 
TABLE6 
TYPES OF EMPLOYEES WHICH EMPLOYERS PREFER 
Types Mean Score 
Undergraduate Degree - business discipline 2.68 
MBA - Part-Time with work experience 2.82 
MBA - Full-Time with work experience 3.31 
Undergraduate Degree - any discipline 3.56 
MBA - Full-Time with no work experience 5.19 
Master's Degree - any discipline and no work experience 5.38 
M. Phil - business discipline 5.69 
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TABLE 11 
THE REASONS WHY EMPLOYERS DO NOT PREFER MBA GRADUATES 
Reasons Mean Score 
Don't need such high level of education background 1.50 
No job vacancy for MBA graduates 1.88 
Too costly 2.13 
Can't tell the difference between the skills possessed by MBA 2.66 
graduates and bachelors 
Higher turnover rate than undergraduate 3.85 
TABLE8 
PREFERENCE OF EMPLOYERS ON PROSTITUTIONS 
WHICH EMPLOYEES GRADUATED FROM 
University Mean Score 
The Chinese University ofHong Kong ^ 
United States business schools 2.6 
The University ofHong Kong 2.87 
European business schools 3.27 
University of Science and Technology 3.33 
City University ofHong Kong 3.50 
Hong Kong Polytechnic University 3.67 
Hong Kong Baptist University 4.00 
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TABLE 11 
THE DEGREE WHICH EMPLOYERS TfflNK 
AN CUHK MBA GRADUATE SHOULD POSSESS 
Qualities Mean Score 
International exposure 1.87 
Relevant work experience 2.02 
Communication skills 2.50 
Leadership skills 2.57 
Relevant language skills 3.23 
Excellent academic background 3.97 
Teamwork skills 3.98 
Relevant technical skills 4.00 
Creativity and innovation 4.21 
TABLE 10 
THE FAVORITE UNIVERSITY OF PROSPECTIVE MBA STUDENTS 
Group 1 2 3 
Score Score Score 
Institution (Overall Rank) (Overall Rank) (Overall Rank) 
~HK Baptist University 一 7.00 (8) 7.00 (8) 6.89(8) 
The CUHK 3.00 (2) 一 3.08 (2) 2.90 (2) 
"city University ofHK 6.24 (6) 一 6.33 (6) 5.81 (6) 
University ofHong Kong 4.88 (4) 4.88 (4) 4.45 (4) 
^ g j S T 4.18 (3) 4.04 (3) 4.23 :3) 一 
HK Polytechnic University 6,35 (7) 6.42 (7) 6.56 (7) 
US Business Schools 2.94 (1) 2.17(1) 2.78 (1) 
EuropeanBusinessSchools 6.00 (5) 5,04 (5) 5.50 (5) 
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TABLE 11 
OVERALL EVffRESSION TOWARDS LOCAL MBA PROGRAMS 
Group r 2 3 
MBA Programs Offering Score Score Score 
Institutions (Overall Rank) (Overall Rank) (Overall Rank) 
The CUHK — (1) 1.15 (1) 1.67(1) 
HKUST — (2) 1.85(2) — 1 . 8 7 ( 2 ) — 
University ofHong Kong — (3) 2.69Q3) “ 2 . 8 7 Q ) — 
HK Polytechnic University (4) 3.00(4) 2.98(4) 
City University o fHK (5) 4.00(5) — 2.99(4) 
^ C Baptist University (6) 4.00(6) 4.00(6) 
TABLE 12 
FACTORS AFFECTWG THE DECISIONS OF PROSPECTIVE CUMBA STUDENTS 
WHEN D E C r o m G JOENH[NG MBA PROGRAMS 
Group ~1 2 3 
Score Score Score 
Factors (Overall (Overall (Overall Rank) 
Rank) Rank) 
International exposure 2.76(4) 4.71 (3) 3.21 (3) 
Reputation and status of the 1.96(2) 1.63 (1) 1.53 (1) 
business school 
Career prospect ofthe 1.4(1) 2.5 (2) 2.2 (2) 
MBA holder 
Geographic location ofthe 4.76(6) 6.30 (8) 6.45 (7) 
school 
Tuition fee and living 2.68(3) 5.13 (5) 4.98 (5) 
expense 
"School life 5.72(7) — 5.54 (7) 6.67 (8) — 
Alumni network 3.00(5) “ 5.21 (6) 4.21 (4) 
Academic training 6.44(8) 5 .00f f l 5.78(6) 
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TABLE 11 
OPINION OF CURRENT CUHK MBA PROGRAM 
Group 1 2 3 
Areas Score Score Score 
(Rank) (Rank) (Rank) 
General impression 4.8(3) 7.05 (1) 6.05 (2) 
Curriculum 4.4(4) 5.30 (5) 5.76 (3) 
"Xkmminetwork — 7.7(1) 5.60?4) 6.87(1) 
Coursevariety 2.98(7) 4.10 (10) 3.98 (10) 
Information provided by prospectus 3.3(5) 4.80 (8) 4.76 (6) 
Connection with business community 1.1 (8) 5.00 (7) 4.68 (8) 
1Professor reputation — 3.3(5) ~ 4 . 8 0 (8) 4.74 (7) 
Availability of China-related courses 3.2(6) 5.15 (6) 5.00 (5) 
Career prospect o f the MBA holder 1.1(8) 5.90 (2) 4.32 (9)— 
"international exposure 5.5(2) 5.90 (2) 5.15(4) 
TABLE 14 
AREAS WHICH CUHK MBA PROGRAMS SHOULD PUT MOST EMPHASIS ON 
Group 1 2 3 weighted average 
% % % % 
Areas 
International exposure 65% 35% 39% 45.42% 
Reputation and status of the school 54% 45% 54% 53.05% 
Career prospect of the MBA holder 83% 80% ~ ~ ^ % 82.68% 
Geographic location of the school 7% 0% 0% 1.84% 
School life 12% 10% —27% 21.26% — 
Alumni network 74% 30^/T" 27% 39.68% 
Academic training 8% 40% —38% 30.32% 一 
Course variety 26% ~25^ 44% “ 37.26% 
China-related courses 75% ~ V o % 73%~ 73.21% 
Connection with business community 54% 35% 54% 52% 
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TABLE 11 
AREAS OF THE CUHK MBA CURRICULUM NEED TO BE IMPROVED 
Group 1 2 3 weighted 
Areas % % % average 
(Rank) (Rank) (Rank) % 
General business skills 13% (9) 20% (8厂 21% (9) 18.8% (9)~~ 
Advanced business skills 20% (8) 25% (6) 23% (8) 22.4% ( 8 ) ~ 
Entrepreneurial skills 38% (6) 35% (4) 54% (4) 47.8% (5) 
Creative/innovation skills ~ 21% (7) 45% (1) 38% (5) 34.3% ( 7 ) “ 
bus iness ethics 7% ( l T y 0%(11) 0%(11) 1 . 8 % ( 1 1 ) ~ 
Leadership skills 一 80% (2)~ 35% (4) 38% (5) 48.7% (4) 
Communication skills 75% (3) 25% (6) 33% (7) 43.2% (6) 
Interpersonal skills _ 62% (4) 45% Q) 73% (!) ~ 67.2% (2) 
Training in strategy formulation 54% (5) 45% (1) 63% (3) 58.7% (3) 
l^echnical skills 一 9% (10)~ 5%(lQ) 7% (10) 7 . 3 % ( 1 0 ) “ 




Profile of the 1994 Entering Full-Time MBA Class ofCUHK : 
As of September 5th, 1994 
Total enrollment 42 
Undergraduate Major % 
Accountancy 1 
Business Administration 26 
Computer and Engineering 26 
Social Science and Humanities 14 
Science 14 
Textile 8 
Undergraduate College % 
Local 77 
University ofHong Kong 10 
The Chinese University ofHong Kong 48 
Hong Kong Polytechnic University 19 
Baptist University ofHong Kong 2 
Overseas _ ^ 
North America 12 






Work Experience % 
With work experience ^ 
1 year of work experience 20 
2 years of work experience 17 
3 or more years of work experience 15 
Without work experience ^ 
Mean years of work experience 1.8 years 
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APPENDIX 1 
LETTERS TO COMPANIES REQUESTmG RESPONSE OF THE QUESTIONNAIRE 
Dear Sir/Madam, 
Survey on Master of Business Administration Programs in Hong Kong 
As the business environment becomes more competitive, top personnel are pursued by 
companies. Traditionally, the MBA programs are regarded as one of the best places to 
train the future managers; therefore, employers would have great concern about the 
quality of MBA programs, both Part-Time and Fuli-Time, offered by local universities. 
The purpose of this research is to find out how the end-users of local MBA programs, 
the employers, view local MBA programs, with special emphasis on the ones provided 
by the Chinese University of Hong Kong. The study will also focus on locating areas 
where the CUHK MBA programs need to improve, so as to respond to the rapidly 
expanding needs and demands for management development, and to the changes in 
the business environment. 
Please complete the attached questionnaire and return it with the enclosed envelope 
before 8th March, 1996 or by fax to 2609-7897. Your participation is very much 
appreciated. 
All information collected will be kept confidential and would be used for academic 
purpose only. 
Thank you very much for your kind assistance in anticipation. 
Yours sincerely, Endorsed by: 
Bonnie Cheung Dr. Lauren Swanson 
Student Project Supervisor 
Two-Year MBA Program, CUHK Faculty of Business Administration, CUHK 
93 
APPENDIX 1 
QUESTIONNAIRE SENT TO PROSPECTIVE EMPLOYERS OF MBA GRADUATES 
Survey on Master of Business Administration (MBA) Programs in Hong Kong 
The following questionnaire concerns the MBA programs, both Part-Time and Full-Time, offered 
by local institutions. Please complete the questionnaire and retum it using the enclosed stamped 
envelope within two weeks upon receiving the questionnaire. The information collected will be kept 
confidential and be used for academic purpose only. Thankyou very much foryour help! 
Part 1. What skills are the employers looking for in a Master of Business 
Administration (MBA) graduate? 
1. Please select and rank the five most unportant skills which you think an MBA graduate should 
possess. (1- most important, 5 - least important) 
General business skills 







Training in strategy formulation 
China experience 
Others (please iist) 
2. Why should MBA graduates posses “the most important criteria" in Q1? (select ONLY ONE 
answer) 
a. The skill is necessary for the future career development of the graduates. 
b. The skill is necessary in order to conduct business efficiently. 
c. The skill helps the graduates to work smoothly with their colleges in order to 
achieve the company objectives. 
d. Others (please specify): 
..;• 
Part n . Evaluation of the Chinese University ofHong Kong (CUHK) MBA 
Programs 
3. What are the factors affecting your attitude towards CUHK MBA programs? (please rank the 
five most important factors: 1- most important, 5 - least important) 
General impression 
Knowledge of the MBA programs offered by different institutions 
Your experience in working with graduates from the institutions 
The curriculum of the MBA programs 
The alumni network of the MBA programs 
The course variety offered by the MBA programs 
Information provided by and the appearance of the brochure 
The University's connection with the business communities 
Reputation of the professors of the MBA programs 
Availability of pre-admission program consultancy service 
Availability of China-related courses 
Asian Pacific Institute of Business as a department of CUHK Business 
School. 
4. If your company is planning to recruit college graduates, which kind of degree graduate do you 
normally prefer ？ (Please rank in the order of preference: 1 -most needed, 7 - not needed) 
MBA - Full-Time with work experience 
MBA - Full-Time with no work experience 
MBA - Part-Time with working experience 
Master's Degree (any discipline) 
M. Phil (business discipline) 
Undergraduate Degree (any discipline) 
Undergraduate Degree (business discipline) 
5. (Ifyour answer is not '7 ” for Undergraduate Degree, proceed to Question 6). If your 
indication in Q4 is “1” for undergraduate degrees, either business or other discipline, what is your 
opinion towards the following factors ？ (1 - strongly agree, 5 - strongly disagree) 
Tumover rate of master's degree holders is higher than undergraduate 
degree holders. 
MBA graduates are too costly. 
We can't tell the difference between the skills possessed by a master . 
and a bachelor's degree holder. 
No job vacancy for MBA graduates. 
Don't need employee with such level of education as MBA. 
Others (please specify): 
..;• 
6. If you plan to employ any MBA graduates, from which institutions would you prefer to recruit? 
(1 - highest preference, 2 - second preference, 3 - third preference) 
Local University 
Hong Kong Baptist University 
The Chinese University of Hong Kong 
City University of Hong Kong 
University of Hong Kong 
Hong Kong University of Science and Technology 
Hong Kong Polytechnic University 
No preference for specific institutions 
Overseas University 
a US business school 
a European business school 
Others (please specify) 
7. In Q6, if you rank an overseas university as either the 1st or 2nd order of preference, please tick 
one appropriate reason. 
They have the better communication and language skills than the local 
graduates. 
They have relevant working experience. 
It,s our company's policy to recruit overseas graduates. 
The curncula of local MBA programs are not pertinent to our company's needs. 
Other (please specify) 




9. If your answer to Q8 is "Yes", to what extent do you think the graduates of the CUHK MBA 
Programs posses the following qualities? (5 - possess the quality, 1 - almost without the quality 
almost not at all) 
Teamwork skills 
Relevant working experience 
Creativity and innovation 
Excellent academic background 
Communication skills 
International exposure 
Relevant language skills 
Relevant technical skills 
Leadership skills 
..;• 
Part III. Personal Information 
10. Name of company : (optional) 
11. Nature of Business: 
Professional (for example. Accountant, Architect etc.) 
Banking and Finance 
Retailing 
Service Industry 
Trading and Manufacturing 
Government and Public service 
Others (please specify) 
12. What is yourjob title? 
13. What is your education level? (highest level attained) 
a. Secondary level or below 
b. Post-secondary (Dip/H. Cert./O.Cert.) 
c. Bachelor's Degree 
d. Master's Degree and/or M.Phil 
e. Ph.D. 
14. If you posses a Master's or Doctorate degree, where did you eam it? 
a. Local university 
b. Overseas university 
The End, Thank You Very Much! 
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APPENDIX 1 
QUESTIONNAIRE SENT TO PROSPECTIVE MBA STUDENTS 
Survey on Master of Business Administration (MBA) Programs in Hong Kong 
The following questionnaire concems the MBA programs, both Part-Time and Full-Time, offered 
by local institutions. Please complete the questionnaire and retum it to the interviewer. The 
information collected will be kept confidential and be used for academic purpose only. Thankyou 
very much foryour help! 
Part I. Attitudes Towards the Local Master of Business Administration Programs 
1. I am a current 
master's level student (go to Q4) 
undergraduate student (go to Q2) 
workforce with an undergraduate degree (go to Q2) 
2. Do you plan to eam a master s degree ？ 
一 Yes (gotoQ3) 
No (go toQ13) 
Not sure (go to Q13) 
3. If your answer to Q2 is “Yes’’，what kind of degree program will you choose ？ 
Research master's degree (Proceed to End of Questionnaire) 
Coursework master's degree 
一 一 MBA - Full-Time 
— M B A - Part-Time 
Other Discipline (please specify): 
4. Which of the following are your favorite universities? (please rank your preference, 
1- the most desirable, 6 - the least desirable, or check “no preference")? 
Hong Kong Baptist University 
The Chinese University of Hong Kong 
City University of Hong Kong 
University of Hong Kong 
Hong Kong University of Science and Technology 
Hong Kong Polytechnic University 
United States business school 
European business school 
No preference 
Others (please specify) 
..;• 
8. In your opinion, which of the following areas should the CUHK MBA programs put more 
emphasis on? (please tick the three most important areas) 
International exposure 
Reputation and status of the business school 
Career prospect of the MBA holder 






Connections with the business community 
Others (please specify) 
9. In your opinion, which of the following area should the curriculum of CUHK business school 
put more emphasis on? (please tick the three most important areas) 
General business skills 







Training in strategy formulation 
Technical skills 
China-related courses 
Others (please list) 
10. Are you aware of the Asian Pacific Institute of Business as a department of the CUHK 
Business School? 
Yes No 
11. What is your opinion of the contents of the CUHK MBA programs brochure? (please select 
one) 
a. It provides very useful information. 
b. It is not very useful as it does not contain enough information. 
c. No comment as I have not seen the brochure of the CUHK MBA 
programs 
d. Others (please specify): 
..;• 
5. If you plan to earn an MBA degree, which of the following will affect your decision the most in 
choosing the school offering the MBA course ？ (Please rank your priority, 1-utmost important, 7-
least important) 
International exposure 
Reputation and status of the business school 
Career prospect of the MBA holder 
Geographic location of the school 




Others (please list) 
6. Your overall impression of local MBA programs (please rank the top three; 1 - the best, 2 - the 
second, 3 - third best). 
Hong Kong Baptist University 
The Chinese University of Hong Kong 
City University of Hong Kong 
University of Hong Kong 
Hong Kong University of Science and Technology 
Hong Kong Polytechnic University 
7. What is your opinion of the CUHK MBA program concerning the following aspects? ( please 
assign a score to each item; 1- very poor, 5 - average, 10 - excellent) 
General impression 
The curriculum of the MBA programs 
The alumni network of the MBA programs 
The course variety offered by the MBA programs 
Information provided by the prospectus 
The University's connection with the business community 
Reputation of the professors 
Availability of China-related courses 
Career prospect of the MBA degree holders 
Lateraational exposure 
..;• 
12. What is your opinion ofthe appearance of the CUHK MBA programs brochure? (please select 
one) 
a. Generally good. 
b. Generally not so good. 
c. No comment, I have never seen the brochure. 
d. Others (please specify): 
Please go to Q14 
13. Why you haven't or decided not to further your studies ？ (please indicate in the order of 
priority’ 1 -utmost important, 5-least important) 
Financial burden 
Job prospects 
Future of Hong Kong 
Family and personal concern 
Others (please specify) : 
Part II. Personal Information 
14. From which university did you eam your 1st degree? 
Local university 
The Chinese University of Hong Kong 
Others (please specify) : 
Overseas university 
Please specify : 
If you are currently an undergraduate student, this is the end of the questionnaire. 
15. If you possess a Master's degree, where did you eam it? OR If you are now studying for a 
Master's degree, which institution are you currently attending? 
Local University 
Hong Kong Baptist University 
The Chinese University of Hong Kong 
City University of Hong Kong 
University of Hong Kong 
Hong Kong University of Science and Technology 
Hong Kong Polytechnic University 
Overseas University 
United States business school 
European business school 
Others (please specify) 
..;• 
16. What is your major of your Master's degree? {Answer this question only ifyou posses a 
Master 's degree) 
一MBA 
Others (please specify) 




1. James. E Gmnig, Excellence in Public Relations & Communication Management. 
Lawrence Erlbaum Associate, cl992, pp 76-77. 
2. James.G.Gray Jr., Managing The Corporate Image - The Key To Public Trust. 
Quorum, 1986, pp preface. 
3. Sam Black, The Essentials of Public Relations, Kogan Page Ltd, 1993, pp 45-47. 
4. James.R.Gregory, Marketing Corporate Image: the Company as Your Number 
One Product. NTC Business Books, cl991, pp 1, 96, 184, 188. 
5. Thomas.L.Harris, The Marketers' Guide To Public Relations: How Today's Top 
Companies Using the New PR to Gain A Competitive Edge. John Wiley & Son 
Inc., cl991, pp 87-89. 
6. Clive Chajet, Image By Design: from Corporate Vision to Business Reality’ 
Addison. Wesley, cl991, pp 14-16. 
7. George Bickerstoff, Which MBA? A Critical Guide to the World's Best Programs. 
5th Edition, Addison Wesley, 1993, pp 12-18, 20, 26, 30, 
..;• 
8. CUMBA: From Genesis to Revelation, The M.B.A. Alumni Association of The 
Chinese University of Hong Kong and The Three-Year M.B.A. (C.U.H.K.) 
Association Ltd, 1988, pp 4-6, 8. 
9. Pat Bowman 8c Nigel Eillis, Manual of Public Relations, Addison Wesley, 1994, 
pp3. 
MBA Program Brochure 
10. “The Master Program \996-9T\ MIT Sloan School ofManagement, pp 18. 
11. MBA Program Brochure, The University of Chicago, Graduate School of 
Management, pp 5, 8 & career service summary. 
12. MBA Program Brochure 1995-96, The Chinese University ofHong Kong, pp 5. 
13. MBA Program Brochure 1996-97, Hong Kong University of Science and 
Technology, pp 7, 9. 
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14. Alan Toplian, 'Corporate Identity: Beyond the Visual Overstatement', 
International Journal of Advertising, March 1988, pp 55-62. 
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